ABSTRACT: The issue of Corporate Social Responsibility in economy has its roots in the 1950s of the 20th century. Due to further development of globalization or the financial crisis, the discussion of this issue is more current than ever before. Nevertheless, the arrangement within single enterprises as well the perception, acceptance and behavior of the customers varies very strongly internationally. The aim of the paper is to identify how the phenomenon Corporate Social Responsibility represents itself, how it has changed and furthermore, in how far it has affected different economies and countries. The main aspects of the paper are investigation of this phenomenon from a customer view in Germany, as well as the comparison to other European nations, the Asian countries and the USA. At first, the development of the term Corporate Social Responsibility is revealed and defined in general. Accordingly, the establishment of Corporate Social Responsibility in USA, European and Asia is presented. Following, there are investigations from these countries regarding the consumer perception and behavior in relation to Corporate Social Responsibility. Finally, a German research project is presented, which has analyzed consumer perception and behavior in Germany. The work ends with a short conclusion. At that stage final results are still under development. The author will present them at the 5 th ICEBE.
INTRODUCTION
Due to ecological changes like climate change, the rapid progress of the information-and communication technologies, the financial crises, as well as the deterioration of the economic situation of public households, the state, the society and economy are confronted with new challenges in the 21th century [1] . Because of globalization, the possibility exists for enterprises to offer products at the global market [2] . At the same time, this also aggravates the economic situation by growing competition and the change of political circumstances for entrepreneurial actions [3] . Concerning all these changes the consciousness of public and consumers grows to a global extend for the need to protect the environment, to compensate waste of natural resources, to avoid injustice and to solve social problems. Consequently, citizens, consumers and investors demand high standards of enterprises and their products and require a social and ecological behavior of enterprises. Hence a new distribution of duties states concerning economy, state and society. [1] The discussion and the characteristics of the takeover of social responsibility is led under the term Corporate Social Responsibility (CSR). Starting in the USA, the term has established over Australia, Western Europe, Central Europe, East Europe and, finally, in Asia. Nevertheless, considerable differences exist with the definition, the arrangement as well as the acceptance of the term. The main reasons for this are different historical, juridical, political and economic basic conditions of the single societies and countries. [4] At first, the development of the term Corporate Social Responsibility is revealed and defined in general. Accordingly the establishment of Corporate Social Responsibility in USA, European and Asia is presented.
Following, there are investigations from these countries regarding the consumer perception and behavior in relation to Corporate Social Responsibility. Finally, a German research project is presented, which has analyzed consumer perception and behavior in Germany. The results of this research project will be showed up at the conference. The work ends with a short conclusion.
HISTORIC DEVELOPMENT AND DEFINITION OF CORPORATE SOCIAL RESPONSIBILITY
The term Corporate Social Responsibility is neither satisfyingly defined in literature nor in the enterprise practice. The beginning of the scientific discussion of the term has its roots in the 1950s of the 20th century in the USA. The decisive fact was the publication of the book "Social Responsibility of the Businessman" by Howard R. Bowen in 1953. Bowen creates a connection between economy and moral values, while managers must be responsible for their decisions not only in an economic way, but also compared with the society.
The term was extended by Joseph W. McGuire. He understands CSR as the legal and social minimum requirements and see the responsibility takeover not only by the manager but furthermore by the entire enterprise. [5] Clearence C. Walton stresses the aspect of the voluntariness concerning the responsibility takeover [6] .
In the middle of the 1970s a change took place in the discussion about the term Corporate Social Responsibility. The strategically integration of CSR came to the fore instead of the prior ethical-moral discussion of the term. The Stakeholder approach from R. E. Freeman was considerably for the strategically integration. [6] Therefore, an enterprise is confronted with a wide and diverse range of stakeholders and has the obligation to care about the relationships with the stakeholders, because the arrangement with the stakeholders leads directly to economic advantages and disadvantages for the enterprise. The entrepreneurial responsibility is personalized according to the stakeholders whereby concrete guidelines can be derived for the CSR activities. [5] A further development stage can be seen in the operational implementation of the term Corporate Social Responsibility after the strategically integration. [6] Since the end of the 1970s different approaches have been developed to operationalize and measure social responsibility. Until today there has generated a wide range of most different management-and audit systems.
[3] [6] In that context, the work of Archie B. Carroll is considered as a conceptual model [6] . Carroll subdivides the social responsibility of the enterprises in four areas. Economic responsibility can be understood as the basis of Corporate Social Responsibility.
Enterprises have an obligation towards the society to provide goods and services and to gain profit. At the next stage, the legal responsibility is thematized, which demands the compliance of the laws by the enterprises.
The ethical responsibility is located at the third level. This contains the voluntary observance of social values, norms and expectations which exceed the legal principals. The discretionary responsibility can be found at the top of the Corporate Social Responsibility and implicate that enterprises should behave like a "good citizen". It embraces every voluntary engagement of the enterprise which benefits the welfare of the society and the environment. [7] Carroll shows through this, that both non-economic and economic aspects are important for Corporate Social Responsibility and is valuable for the society. [5] In the course of the discussion Corporate Social Responsibility is just embraced by a social and economic dimension. In the 1990s it is complements by the ecological dimension to operationalize the construct comprehensive. In this time the term Triple-Bottom-Line arises through the enlargement of the economic dimension. It means that enterprises must pursue and consider economic, social and ecological aims. [5] Beside the scientific and economic level the subject Corporate Social Responsibility was also taken up at the political level. Fist in 1987, there was an example for the sustainable development under the title "Our Common Future" published by the United Nations (UN). This was followed by the "United Nations Conference on Ecology and Development" in Rio de Janeiro in 1992 as well as the UN conference "Earth Summit+5" in New York in 1997. The UN established social and ecological minimum standards for enterprises under the Global Compact in 2000. In Europe, there followed the first edition of the EU Green Paper "Promoting a European framework for Corporate Social Responsibility" by the European Commission in 2001 [1] . The European Commission adopted a new strategy for the social responsibility of enterprises in October 2011. Corporate Social Responsibility is there defined as "the responsibility of enterprises for their impacts on society". [8] To sum up, Corporate Social Responsibility can be defined as a "proactive takeover of ethical and discretionary responsibility by the enterprises, which ensure the conditions and compliance of legal obligations and the aspiration for economic goals". It comprised social, ecological and economic aspects. [7] 
CORPORATE SOCIAL RESPONSIBILITY ESTABLISHMENT IN THE USA, EUROPE AND ASIA
The beginning of the discussion with Corporate Social Responsibility has its roots in the USA. It arouses there because of the missing welfare state and the lacking socialstate protection. [3] Therefore, it corresponds to the American national culture to deliver a high degree of economic, ecological and social responsibility to the society and the liberal economic system [1] .
In Europe it is differently. There is the takeover of the responsibility obviously regulated through the presence of welfare states as well as high legal conditions. [ In Central Europe the social concern is often assigned to the state so that it seem to be that there is a smaller range for the economy concerning Corporate Social Responsibility as in other European countries. In Austria exists a voluntary cooperation of the economy with the government, which is set under a social partnership. [9] Similar to that, Germany develops political institutions to strength the relationship between government and economy.
Over that, Corporate Social Responsibility was first integrated in coalition agreement in 2005. The reticence of German enterprises can be led back on historical reasons, because a clear role allocation ruled in Germany between state, economy and society.
The relatively weak role of civil society initiatives leads to the fact that trade unions and organizations take up the theme hesitant. Nevertheless a change can be stated so that Corporate Social Responsibility is more integrated in the economy and the strategy of enterprises. [1] The South-European countries distinguish oneself by a religious orientation and a strong family relation. It becomes apparent that the Corporate Social Responsibility is confronted with not adjusted political, legal and social structures, although there obtains a certain tradition of enterprise commitment in municipal affairs. Even if some initiatives exist, Corporate Social Responsibility is still seen as a matter of the enterprises which implement more in marketing than in management attempts.
In the East-European countries, there is no special implementing attempt to be ascertained. Reasons for this are the novelty of the concept and the missing discussion concerning social and economic responsibility. Nevertheless, an advanced development is to be seen in Czech and Poland. Moreover, it is to stress that in Estonia a wide consensus about the common good of social responsibility exists. [9] The Asian countries are stragglers concerning the Corporate Social Responsibility discussion because of their cultural and historical development. 
PERCEPTION AND INFLUENCE OF CSR ON CONSUMER BEHAVIOR IN THE USA, EUROPE AND ASIA
One of the most important issues by enterprises is how the Corporate Social Responsibility activities are perceived by the consumers and how it affects the consumer behavior. Because of the previous shown national differences, selected research projects are now presented from the USA, Europe and Asia, which examine the effect from Corporate Social Responsibility on the consumer.
Research in the USA
A study by Brown and Dacin can be understood as the basis study concerning this subject. In 1997 the authors found a positive effect of Corporate Social Responsibility information on the enterprise and product judgment by consumes.
[10] Sen and Bhattachary proved that CSR information have a positive influence on enterprise judgment and purchase intention [11] . This could be confirmed by Moor and Webb. Besides, it appears in their research that information about a low enterprise engagement affects the evaluation more strongly and that CSR information has a greater impact on the purchase intention than the price. [12] Becker-Olsen, Cudmore and Hill stated a high fit between engagement and enterprise, the perception of social-motivated reasons and a proactive CSR initiative as treats for the enterprise evaluation and purchase intention [13] . A positive influence of CSR awareness of consumers on attitudes toward the enterprise, identification with the enterprise and purchase intension is indicated by Sen, Bhattachary and Korschun [14] . Green and Peloza demonstrated in a qualitative study a change in consumer behavior to the effect that consumer think extended about purchase, shop less and budget their money [15] . At the end the enterprises act unethically, the consumer trust decreases [16] .
Research in Europe
In a European survey, 70% of the sample stated that Corporate Social Responsibility is important to them if they select a product or service [17] .
Rommelspacher reveals that a higher state of CSR information as well as brand knowledge leads to a superior judgment of CSR and a higher judgment of CSR leads on to a higher purchase intention concerning the brand in Germany. Nevertheless, corporate ability influenced the purchase intention toward brands stronger than CSR. [2] In addition, the acceptance for CSR rises for German consumers, the perception altruistic values is greater, the spatial proximity is greater, the consumer is more social, the education level is higher and the individual interest for CSR is higher. [18] An Austrian study shows that just few consumers perceive CSR or have an awareness of this.
Nevertheless, if consumers obtain CSR information it affects the purchase intention positively. But CSR is seen just as subordinated purchase criterion. [19] Furthermore, perceived ethnicity influences brand trust, brand emotions, product trust and brand loyalty positively. [17] A Greek study appears that the perception of profit-oriented CSR motives and high service quality affects patronage and recommendation intentions negatively. Independent of perceived service quality perceived positively motivated CSR has a positive influence on this.
An important moderating influence factor is trust. [20] Padapopolus et al. indicates that Greeks have a critical attitude toward their enterprises but that the perception of CSR influenced their attitude positively. [21] Concerning the EastEuropean countries a Rumanian study with leaders of Rumanian enterprises shows that CSR is not well integrated because the meaning of CSR is not clear enough, low budget for this term, no existing society pressure and no acceptance in the society for this term. Besides, the profitability for the enterprises is unclear. [22] It shows differently in Croatia.
There the implementing situation of CSR improves, because enterprises realize the importance of this issue. [23] 
Research in Asia
A Chinese study states that many Chinese have not heard something about CSR. Married people show more interest in the subject than Singles. Also the subject has a bigger influence on women than on men. [24] Furthermore, a higher level of awareness of CSR comes to a higher purchase intension. Equally, a higher level of perceived CSR effects corporate evaluation, product association and purchase intention positively. Consumer's trust of CSR moderates the effect between perceived CSR and corporate evaluation. [25] A Korean research detects the positive effect on consumer awareness of CSR on purchase intention [26] . Nevertheless, a Malaysia investigation shows that there exists just a weak connection between CSR and purchase intention so that there must be other more important purchase criteria [27] .
Cross-national Studies
Singh et al. shows that CSR is less known in Spain than in United Kingdom and that consumers in United Kingdom are more interested in social and environmental concerns than Spanish consumers [28] . It appears that the influence of CSR on purchase behavior is stronger for German and French consumers than for American consumers. For American consumers, the economically responsibility is more important than the ethical or the discrete one. Different, however, Germans and French evaluate the legal, ethical and discretionary responsibility stronger than the economic responsibility. [29] A replication of this study in Hong Kong and Shanghai shows that the economic responsibility is perceived as most important.
The importance of the responsibility dimensions decreases along legal, ethical and discretionary responsibility. Indeed, the economic responsibility is different in Shanghai than in Hong Kong and is not seen as part of CSR. [30] Bartikowsi et al. found in a comparative study between France, United Kingdom and USA that culture has a moderating effect on the perception of CSR concerning customer loyalty [31] . A study between Australian students, Hong Kong students and Australian members of Amnesty International demonstrates that buying intentions changes if products are presented with different social attributes. Thereby the evaluation of social criteria's was more important for the members of Amnesty International than the students. Furthermore consumers are willing to pay more for products with social responsible attributes if the functionality does not suffer. [32] Overall it seems as if CSR influences the consumer behavior in the USA, European and Asia in a positive way. Additionally, further influence and mediator factors are presented. Moreover, already presented results, for example through a Rumanian survey for East-European countries, could have been confirmed. They show that there are differences reasoned in different historical, cultural and political circumstances. Based on these results and a German research gap concerning an overall construct which is independent from brand behavior and brand effects, a research project was conceived to research the perception and their effects from CSR to consumer's behavior in Germany.
EMPIRICALLY STUDIE: CORPORATE SOCIAL RESPONSIBILITY IN GERMANY

Literature review, hypothesis generation and study construction
The empirical research is divided in two parts. The first section examines the influence of perceived CSR, trust of CSR and awareness of CSR to corporate evaluation, product association and purchase intension. This replicated a Chinese study from Tian, Wang and Yang. [25] Theoretical foundation is the Information Processing Theory, after what consumers perceive CSR information's, assess the truthfulness of the CSR actions, affect from this inference about the enterprises or their products and react to this in terms of purchase. This concept agrees with the important variables consumers' awareness of CSR, their trust of CSR, their company evaluation, their product association and finally their purchase intention in CSR consumer research. The last three variables are generally affected by the level of perceived CSR. [25] According to that:
H1: A higher level of consumers` perceived CSR conducts a higher level of consumer answers to CSR which are a) corporate evaluation, b) product association and c) purchase intention. [25] Consumer awareness of CSR means the extent in which way consumers are aware of CSR in their consumption. Even this depends on country-specific political tradition, culture and economic development and varies throughout the countries; nevertheless consumers with a high level of CSR awareness should better understand these activities and show a more positive reaction to this than consumers with a lower awareness of CSR. [25] According to that:
H2: A higher level of consumers` awareness of CSR conducts a higher level of more positive answers to CSR which are a) corporate evaluation, b) product association and c) purchase intention. [25] Consumer trust of CSR means consumer expectations that the enterprise which implemented CSR will act in a sincere and favorable way and fulfill the CSR actions and their commitments without opportunistic motives. Research has shown that trust of CSR affects attitudes responding to CSR. [25] According to that:
H3: Consumers` trust of CSR mediates the relationship between consumers` perceived CSR and their responses to CSR which are a) corporate evaluation, b) product association and c) purchase intention. [25] The second part of the research work explored generally perception, attitude and associations regard the term CSR of the German participants. Because this section is an explorative elevation, there were no hypotheses generated.
Method
Data Collection
An online survey was conceived and the link of the study was put on the social media platforms Facebook and Xing with request around forwarding. Beyond several e-mails were sending to contacts, which are not available over the social media. The elevation runs from 10 th of August until the 31 th of August 2012 in Germany.
Measures
According to the Chinese study, in the first part of the study a CSR report of a fictive enterprise is introduced to the study participants. The CSR report was adapted to the German situation und circumstances. After this the questions started concerning the hypotheses and involve the perceived CSR, trust of CSR, awareness of CSR, corporate evaluation, product association and purchase intention. The single items were used from the Chinese study and translated into German. The second part of the study focuses on general questions: if the study participants have ever heard from CSR before, how strong their interest is in the issue, how important they see CSR in general, what they associate with the issue, which elements of CSR are important for them, which information they use to inform about the issue and how important regional, national and international CSR activities are to them. Answers were measured about a seven-point Likert scale. The response categories concerning association, importance of different CSR elements and resource of information are developed referring a German study about the acceptance of CSR in Germany [18] and considering notes from a pretest. At the end of the study, there are demographic questions like age, gender, education achievement and income.
Results
The results will be presented on the conference and discussed in accord with the results of the internationals studies.
CONCLUSION
State, society and economy are confronted with new challenges. As a result of this, there is a growing consciousness of public and consumers to social responsible behavior. Moreover, they demand high standards of enterprises and their products and require a social and ecological behavior of enterprises. The discussion and the characteristics of the takeover of social responsibility of enterprise is led under the term Corporate Social Responsibility. The paper reveals that CSR is a historical growing issue, which distributes around the whole world.
Nevertheless, the discussion and the implementing from CSR varies across the countries because auf different cultural, political and economical developments. One of the main issue for enterprises is the question how CSR affects consumer behavior. Because of country-specific differences this varies also across the countries. Nevertheless, empirical research shows that CSR has an influence on consumer behavior even if there are cross-national differences.
A German study was conceived to research the perception and influence of CSR on consumer. Results will be shown and discussed and compared to previous results at the conference. Independently, the prior empirical research from EastEuropean countries shows that CSR is more and more perceived and important. Additionally, an Australian study reveals that there is not a hugh difference between countries but also in the group membership. As a result, CSR was more important for Australian members of Amnesty International than for students from Australia and Hong Kong.
Summarizing, CSR is a global issue and contains a lot of possibilities for the state, the society and economy. Perhaps there is a development that importance and influence of CSR assimilate in the single countries and a global comprehension is established.
